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摘  要 
  
 







 本文的研究目的是从厦航 B2C 网站调研数据入手，运用客户细分、消费者行
为等相关理论，深入剖析厦航 B2C 网站消费者访问及购票行为的影响因素，总结
出厦航 B2C 网站进一步改进和发展应当采取的措施，以提高厦航 B2C 网站的盈利
能力。 
 本文通过对厦航 B2C 网站调研数据进行分析，考察消费者对厦航 B2C 网站的
访问行为，以及在网站上的购票行为，从中找出消费者的偏好和行为规律。通过
运用 SPSS 软件对调研数据进行相关性分析，找出各要素之间相互影响的关系。









































In recent years, the Internet penetration is increasing rapidly, which is spurring the 
growth of e-commerce in China. Meanwhile, the civil aviation industry and online 
travel book market is booming. As a quick and convenient business mode, 
e-commerce has brought great changes to the whole civil aviation market. Then, an 
issue comes to my mind: how to improve B2C-oriented website of Xiamen Airlines to 
expand market share? 
 
This paper aims to analyze statistics collected from Xiamen Airlines B2C website to 
find out what affect consumers’ behavior on visiting B2C website and online book. 
The correlation among these factors were analyzed by using the theories of Consumer 
Behavior and Customer Segmentation and SPSS tool. Finally, we got the specific 
methods to promote its website profitability. 
 
The suggestion will be given in the following respects:  
1. To create an better user experience website by optimizing webpage design. 
Technical innovations should be made to support the users preferred browsers, 
operating systems, displayer image resolution and mobile devices. During peak hours, 
it is essential to guarantee server capacity and customer service to ensure website 
work steadily.  
2. To individualize product promotion mechanics by partitioning markets into groups 
of potential customers with similar needs or characteristics who are likely to exhibit 
similar purchase behavior. Since Xiamen Airlines has been a well-known brand 
locally, more effort will be made to expand market in other regions. In different 
regions, it is necessary to cooperate with different banks or the third-party payment 
providers which local customers prefer. In a word, we need enrich products line to 
cover all groups of markets. 
3. To build long-term relationship with customers by managing different user levels 
correspondingly; while the website attracts new customers by accessing without 
mandatory registration and launching websites in multilingual version. 
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5.88 万亿元人民币，同比增长 29.2%，相当于当年国内生产总值的 12.5%。截
至 2011年年底，中国网络购物用户达到 1.94亿人，网络应用使用率达到 37.8%，
实现网络零售总额 7825.6 亿元，在占社会消费零售总额的 4.32%。电子商务服







量 29，317 万人次，比上年增加 2548 万人次，增幅 9.5%2。 








                                                        
1 中国日报网 “电子商务发展报告在京发布”
http://www.chinadaily.com.cn/hqcj/zxqxb/2012-06-04/content_6086540.html 
2 中国民航局 “2011 年全国运输机场生产统计公报”
http://www.caac.gov.cn/I1/K3/201203/t20120321_47038.html 

























 厦航 B2C 网站自建成上线以来，经历了多次改版和功能修改，功能逐渐强
大，产品也逐渐丰富，销售量保持稳步增长。经过几年的发展，也积累了大量
数据。但目前这些数据没有得到充分的挖掘，仅仅局限于销售量、销售金额等
简单统计。为了研究消费者行为、细分客户市场，并 终提高厦航 B2C 网站销
售量，对数据的挖掘势在必行。 





销售量，使厦航 B2C 网站在未来的竞争中占据主动地位。 
 本文的研究方法是通过对现有厦航 B2C 网站访问及销售数据进行描述统计
分析，整理出厦航 B2C 网站的访客访问行为规律及消费者购票行为规律，然后
采用 SPSS 数据统计工具进行相关性分析，总结出客户行为与各种影响因素之
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